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With the progress of the globalization, advertising has become an important social 
phenomenon which is closely connected with social economy, foreign trade, enterprise 
development, and people’s daily life. Among the various ways to promote products, an 
excellent brand name of the advertised product is the most effective one to attract 
consumers′ eyes. Brand names are just like name cards of the products, and play a 
crucial role in business success. 
Consequently brand name translation is supposed to ensure the readability in 
target culture and transmit properties of source culture. Although remarkable efforts 
have been devoted to brand name translation in recent years, they are inadequate in 
both depth and coverage. Due attention should be given to not only the intra-text 
factors but also extra-text factors. However, the traditional translation theories are 
comparatively more based on linguistics, which saw translation merely as the 
rendering of two languages, put more emphases on the source text and therefore 
neglected the extra-text factors in perfecting a translation and thus could not account 
for the brand name’s special properties, such as the readability and 
culturally-loadedness, etc. Therefore, this thesis attempts to study brand name 
translation from the perspective of the skopos theory, which is put forward by German 
Functionalists. According to Skopostheorie and the intentionality of brand name 
translation, a good brand name translation should function as an acceptable brand in 
the target culture and help a company sell its products or services. In order to fulfill 
these requirements, methods like literary translation, transliteration and free translation 
can be employed to arouse the interest of the prospective consumer to make a 
purchase. 
By analyzing more than 200 examples of brand name translation, this thesis tries 
to probe into the core functions and formation of brand names, as well as the 
addressees–the consumers, hoping that rules guiding brand name translation can be 
found, and new and better methods can shed some light on brand name translation.  
 













A Study on Translating English Brand Names into Chinese from the Perspective of Skopostheorie 
 ii
 





































Table of Contents 
 iii
 
Table of Contents 
 
Abstract (English)..................................................................................................... i 
Abstract (Chinese)................................................................................................... ii 
Introduction ............................................................................................................... 1 
 
Chapter 1  Theoretical Framework of Functional Theory..................... 4 
1.1 Introduction of Functional Theory .................................................................... 4 
1.1.1 Reiss’s Text Typology..................................................................................... 4 
1.1.2 Holz-Manttari’s Translational Action ............................................................. 4 
1.1.3 Vermeer’s Skopos Theory ............................................................................... 5 
1.1.4 Nord’s Translation-Oriented Text Analysis .................................................... 5 
1.2 A General Survey of the Skopos Theory............................................................ 6 
1.2.1 The General Translation Theory of Reiss and Vermeer.................................. 7 
1.2.2 Status of Source Text and Target Text ............................................................ 9 
1.2.3 Advantages of the Skopos Theory................................................................... 9 
1.2.4 Drawbacks and Criticisms of the Skopos Theory ......................................... 10 
 
Chapter 2  Literature Review of the Study of Brand Name 
Translation ............................................................................................................... 13 
2.1 A Review of the Study of Brand Name Translation in China........................ 13 
2.2 Nature of Brand Name Translation ................................................................. 14 
2.3 Analysis of Brand Name Translation............................................................... 17 
2.3.1 Significance of Brand Name Translation...................................................... 17 
2.3.2 Underlying Motivations of Brand Name Translation ................................... 22 
2.4 Problems with Brand Name Translation Studies ........................................... 32 
2.4.1 The Inclination of Using Chinese Pinyin in Brand Name Translation ......... 35 
2.4.2 Blind and Mechanical Transliteration in Brand Name Translation .............. 36 
2.4.3 Lack of Cross-Cultural Awareness in Brand Name Translation................... 37 
 













A Study on Translating English Brand Names into Chinese from the Perspective of Skopostheorie 
 iv
Brand Names into Chinese ................................................................................. 39 
3.1 The Feasibilities of Applying the Skopos Theory to English Brand Name 
Translation ............................................................................................................... 39 
3.1.1 Source Text as an Offer of Information in the Skopos Theory ..................... 42 
3.1.2 Skopos-Oriented Rule in the Skopos Theory ................................................ 42 
3.1.3 Translator as an Expert in the Skopos Theory .............................................. 43 
3.1.4 Brand Name Translation as a Purposeful Adaptation in the Skopos Theory 44 
3.2 Strategies of Brand Name Translation from English into Chinese............... 45 
3.2.1 Adaptation to Maintaining the Exotic Flavor of Brand Names .................... 46 
3.2.2 Adaptation to Promoting the Good Images of Brand Names ....................... 50 
3.2.3 Adaptation to Arousing Consumer’s Interest in Products............................. 51 
3.2.4 Adaptation to Spreading Aesthetic Beauty of Brand Names........................ 53 
3.3 The Prevailing Methods of Translating English Brand Names into Chinese
................................................................................................................................... 56 
3.3.1 Transliteration............................................................................................... 56 
3.3.2 Literal Translation......................................................................................... 57 
3.3.3 Void Translation............................................................................................ 58 
3.3.4 Mixed Translation......................................................................................... 58 
3.4 The Specific Principles of Translating English Brand Names into Chinese 59 
3.4.1 Memorability of the Target Brand Name...................................................... 61 
3.4.2 Meaningfulness of the Target Brand Name .................................................. 62 
3.4.3 Acceptability of the Target Brand Name ...................................................... 62 
3.4.4 Attractiveness of the Target Brand Name ..................................................... 64 
 

















目  录 
 v
 
目  录 
 
摘要 （英） ............................................................................................................... i 
摘要 （汉） .............................................................................................................. ii 
导语 ............................................................................................................................... 1 
 
第一章  功能理论的理论框架 ........................................................................... 4 
1.1 功能理论介绍...................................................................................................... 4 
1.1.1 赖斯与语篇类型 ........................................................................................... 4 
1.1.2 霍尔兹-曼塔利与翻译行为理论 .................................................................. 4 
1.1.3 维米尔与目的论 ........................................................................................... 5 
1.1.4 诺德与面向译文的文本分析 ....................................................................... 5 
1.2 目的论.................................................................................................................. 6 
1.2.1 赖斯与维米尔的大致翻译理论 ................................................................... 7 
1.2.2 源文与译文的地位 ....................................................................................... 9 
1.2.3 目的论的优势 ............................................................................................... 9 
1.2.4 目的论的弊端及评价 ................................................................................. 10 
 
第二章  品牌名称翻译研究综述..................................................................... 13 
2.1 品牌名称翻译在中国的研究现状 ................................................................... 13 
2.2 品牌名称翻译的性质........................................................................................ 14 
2.3 品牌名称翻译分析............................................................................................ 17 
2.3.1 品牌名称翻译的重要性 ............................................................................. 17 
2.3.2 品牌名称翻译的内在动力 ......................................................................... 22 
2.4 品牌名称翻译研究存在的问题 ....................................................................... 32 
2.4.1 品牌名称翻译中倾向于使于汉语拼音 ..................................................... 35 













A Study on Translating English Brand Names into Chinese from the Perspective of Skopostheorie 
 vi
2.4.3 品牌名称翻译中缺乏跨文化意识 ............................................................. 37 
 
第三章  运用目的论进行品牌名称英汉译 .................................................. 39 
3.1 运用目的论翻译英语品牌名称到汉语的可行性 ........................................... 39 
3.1.1 目的论中原文本即提供的信息 ................................................................. 42 
3.1.2 目的论中以功能为导向的规则 ................................................................. 42 
3.1.3 目的论中译者即专家 ................................................................................. 43 
3.1.4 在目的论理论中品牌名称翻译可看作有目的性的改写 ......................... 44 
3.2 品牌名称英译汉的策略.................................................................................... 45 
3.2.1 改写以达到保持品牌名称的国外风格 ..................................................... 46 
3.2.2 改写以促进品牌名称的好形象 ................................................................. 50 
3.2.3 改写以吸引消费者关注商品 ..................................................................... 51 
3.2.4 改写以传播品牌名称的美感 ..................................................................... 53 
3.3 品牌名称汉译英常用方法................................................................................ 56 
3.3.1 音译 ............................................................................................................. 56 
3.3.2 意译 ............................................................................................................. 57 
3.3.3 不经过翻译 ................................................................................................. 58 
3.3.4 采用多种翻译方式 ..................................................................................... 58 
3.4 英语品牌名称汉译的基本规则 ....................................................................... 59 
3.4.1 目的品牌名称的易熟记性 .......................................................................... 61 
3.4.2 目的品牌名称的有意义性 ......................................................................... 62 
3.4.3 目的品牌名称的易为人接受性 ................................................................. 62 
3.4.4 目的品牌名称的吸引性 ............................................................................. 64 
 
结论 ............................................................................................................................. 67 
参考文献 ................................................................................................................... 69 



















With the expansion of the global production and the prosperity of world trade, 
modern people are enjoying an unprecedented abundance of products and services that 
their forebears have never been able to enjoy. Since China’s entry into the WTO, there 
has been an influx of imported goods and services on the Chinese market. In this rapid 
flow, some foreign companies have greatly succeeded in selling their products and 
services in China. When we have an acquaintance with these new products or services, 
we always start with getting to know their brand names. Besides distinguishing 
products and services, brand names also provide information about them. So by getting 
acquaintance with the brand name, we know what we are purchasing. Brand name is 
not just the ID for a product or service; it also promotes an understanding of the brand 
name owner’s personality and philosophy and explicitly disseminates certain beliefs, 
values and attitudes. If a full understanding of these foreign brand names can be 
achieved by the Chinese customers, it can be helpful in introducing fresh values to 
Chinese people and mediating other cultures and Chinese culture. Therefore, 
translating these brand names and making the translation understandable and 
acceptable to Chinese people has its significance on the practical level on the 
customer’s part. It is no wonder that brand name translation has been getting 
increasing attention from scholars and translators, and remarkable studies have been 
done on such a type of translation. 
On the part of the foreign brand name owners, a good translation of their brand 
names can bring remarkable economic profits for them. A good translation of a brand 
name can bring millions of dollars’ difference in the product’s sells record. So in order 
to survive the competitive global market and especially in order to stand out in the 
biggest market in the world--China, these foreign brand name owners undoubtedly 
have a need for a good translation of their brand names in the Chinese language. 
Under this circumstance, a market of English brand name translation is emerging 
in China. More and more translation companies specializing in brand name translation 
are springing up and flourishing. By doing brand name translation, the translators are 
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owners. And in the mean time, they are making economic profits for themselves. 
So very naturally, successful English brand name translation is in the interest of 
many people and has great practical significance. English brand name translation is 
accordingly an emerging and promising field for translation studies. This is the 
author’s motivation of doing this study on English brand name translation. 
But the current practice of English brand name translation is far from satisfying. 
Some brand name translations may be meaningless or even offensive in the Chinese 
socio-cultural background since they are violating Chinese socio-cultural norms. For 
instance, it is hard to imagine that a Chinese would like to buy a SUV bearing the 
name of “霸道” (Prado), because being overbearing is against the Chinese virtue of 
being humble and modest. 
In order to solve this problem and discover a more applicable approach to English 
brand name translation, the author tries to view brand name translation from a new 
perspective, that is, the functional theories of translation. The theory was proposed and 
developed by German scholars, with special reference to business translation. Taking 
translation as a business transaction, this theory is especially suitable in the studies of 
brand name translation. Its focus on functions of both the source text and the target text 
sheds illuminating lights on many problems in brand name translation. The scenario 
depicted in this theory is very typical in brand name translation. Therefore, studies of 
brand name translation with functional theory should be more productive than other 
studies. 
The functionalist approach to translation appeared in the 1970s in Germany and 
was introduced into China around the 1990s. More and more scholars think that 
functionalism has provided a theoretical basis for some translation practices, such as 
abridgment and adaptation, which used to be considered against the existing criteria of 
translation. Functional theories emphasize the role played by the receptor, the 
translator and the cultural factors in the translation process. It offers researchers a more 
dynamic and multi-dimensional approach to study more consumer-driven and 
goal-oriented translations such as advertisement translation, brand name translation 
and film subtitle translation. 
This thesis attempts to study brand name translation from the perspective of the 















market, this study tries to probe into the functions and formation of brand names, as 
well as the addressees–the consumers of products in China. In this way, it is hoped 
that the problems with some of the current translation methods of brand name 
translation in China will be exposed to the largest extend and new better methods be 
proposed. 
There are three chapters in this paper. The introduction part defines the research 
scope of the paper and draws the blue print of the paper. Chapter one lays the 
theoretical foundation of this thesis. Chapter two is a review of the study of brand 
name translation in China, including the achievements that have been made and the 
problems still existing in brand name translation. Chapter three, the crucial part in the 
whole thesis, expounds on the feasibility of applying the skopos theory to English 
brand name translation and examines how to translate English brand names and 
evaluate the resulting translation in accordance with the skopos theory. Specific 
examples are also provided in this chapter. Then comes the conclusion: applying the 
skopos theory ushers in a new perspective on brand name translation, which is not only 
helpful in achieving better brand name translations, but also in diverting the 
translator’s attention to the interpretation of meaning and the cultural factors which 
influence translation. 













A Study on Translating English Brand Names into Chinese from the Perspective of Skopostheorie 
 4
 
Chapter 1  Theoretical Framework of Functional Theory 
 
1.1 Introduction of Functional Theory  
The functional theory came into being in 1970s in Germany, and there have been 
distinguished contributors to the formation of the theory: Katharine Reiss, 
Holz-Manttari, Hans J. Vermeer and Christiane Nord. 
 
1.1.1 Reiss’s Text Typology 
Reiss distinguishes texts into three types: the informative text, the expressive text 
and the operative text, each of which calls for particular set of skills and strategies on 
the part of the translator. She suggests “specific translation method according to text 
type” (Reiss, 1976:20), and also states “the transmission of the predominant function 
of the source text is the determining factor by which the target text is judged” (Reiss, 
1989:109). 
From her text typology, it is clear that brand names mainly belong to the operative 
text type, attempting to get attention from people and drive them to make a purchase. 
Since the source text is the operative text, the target text should preserve and reproduce 
the desired function in the target text receiver. Toward that goal, the translators should 
employ the “adaptive” method, creating an equivalent goal among target text readers. 
 
1.1.2 Holz-Manttari’s Translational Action 
The translational action model proposed by Holz-Manttari views translation as a 
purpose-driven, outcome-oriented human interaction that involves a series of roles and 
players. “The purpose of translational action is to transfer messages across culture and 
language barriers by means of message transmitters produced by experts” (Nord, 
l997:13). Among the parties involved in the translation process, translators are experts 
who determine what is functionally suitable and focus very much on producing a target 
text that is functionally communicative for the receiver. 
In line with Holz-Manttari’s theory, the translator of brand names should be the 
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